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'y Project Goals

1. Measure the economic impact
of tourism to Frisco, Texas

2. Develop an understanding of
Frisco’s image, perceptions and
awareness among travelers

e Leisure travelers
e Meeting planners



'y Research Components

» Survey of Frisco Residents

— January mail survey, 781 completes

* Frisco Hotel Guest Survey

— Combined onsite and e-mail survey. 485 completes.

 Regional Travel Survey

— Online random sample. Adult residents < 200 miles from DFW

area. 1008 completes.

* Meeting Planner Interviews



Economic Impact
Estimates

 Visitor spending in
Frisco

* Jobs supported by this
spending

 Tax revenues generated
for the City of Frisco

www.destinationanalysts.com



B
®., Place of Stay

eFrisco Hotels

e Private homes inside Frisco

*Day trips from the
surrounding region

— DFW residents
— 200 mile radius of DFW area
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Frisco Visitor Volume

DESTINATION ANALYSTS

Private :
* Day Trip
Frisco Hotels F:s‘::'ge; A Visitors
8.1% it o (Outside
DFW
area), 47.4%
l\\\
(in millions)
Day Tri :
Wsi,‘c’,!s ("[f,:w G * Frisco hotels: .351
AR | * Frisco homes: 144
* DFW Area day trips: 1.785
* Other regional day trips: 2.054
* TOTAL: 4.33 million

www.destinationanalysts.com



Visitor Spending in Frisco

DESTINATION ANALYSTS

Private
Frisco Hotels Homesin :
15.9% Frisco, 5.4% Doy Trip
Visitors
(Outside
DFW

area), 31.5%

\ (in $1000)

\\\ * Frisco hotels: $197,530

paytip S * Frisco homes: $67,191
‘;:ﬂ;‘;‘f‘gg/\% « DFW Area day trips: $588,312

* Other regional day trips:  $391,420

* TOTAL: $1,244,453

www.destinationanalysts.com



Group Meetings

Attendee
direct
spending, 91.5%

DESTINATION ANALYSTS

(in $1000)

* Attendee direct spending:  $37,897
* Sponsor exhibitor spending: $3,510

Sponsor and
exhibitor

spending, 8.5%
TOTAL: $41,407

www.destinationanalysts.com
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e Spending by Type

Visitor Spending by Type (in $1000s)

odging $48,591
Restaurants $303,894
Retall $396,127
Entertainment & Sightseeing $217,888
Local Transportation $195,664
Other $78,779
Exhibitor/Assoc. Expends. $3,510

Total Spending $1,244,453
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'y Jobs Supported

Total
INDUSTRY SEGMENT Employment
Hotels 547
Restaurants 4,647
Retail Stores 1,171
Entertainment and Sightseeing 2,086
Local Transportation 912
Exhibition Services 39

Total Visitor Industry 9,402



DESTINATION ANALYSTS

\ Property tax
—====l (hotels), 3.0%

(in $1000)

* Hotel tax $2,596

* Property tax (hotels) $635

e Sales tax S17,998

Sales  Total $21,230

tax, 84.8%

www.destinationanalysts.com



Frisco’s Brand

« Destination
familiarity

 How consumers and
meeting planners
see Frisco

www.destinationanalysts.com
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', Familiarity

Frisco Residents

Frisco Hotel Guests

Regional Residents

29 N0/ A T
69.4% R P 5.8%
29.6% 8.8% 2.1%
Very familiar Very familiar Very familiar
39.8% 13.6% 3.7%
Familiar Familiar Familiar ‘
13.2%
Somewhat 26:6% Somewhat Somewhat '
familiar familiar familiar !
| 70.9%
Not at all “19% Not at all Not ot all
familiar familiar familiar ‘
| 10.1%
0.1% :
I don't know Idon't know I don't know /
0% 50% 100% 0% 50% 100% 0% 50% 100%

Q: How familiar are you with the things to see and do in Frisco Texas?



In the past 12 months, have you Have you ever visited Frisco,
visited (for any reason) the city Texas for any reason?
of Frisco, Texas?

Yes, 13.9%

Yes, 18.5% —

No, 81.5%

No, 86.1%



Growing
Family friendly
Safe

Friendly
Comfortable
Attractive
Active
Sporty
Affordable
Fun

Relaxed
Diverse
Trendy
Interezting
Dynamic
Historic
Exciting
Sophisticated
Hip

Sexy

NO ANSWER

Frisco Hotel Guests

Growing

Friendly

Fun

Safe
Attractive
Comfortable

Family friendly |

Active
Interesting
Relaxed
Affordable
Sporty
Trendy
Exeiting

Diverze |

Dynamic

Sophisticated |
Historic |
Hip

Sexy
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14.5%
14.3%
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12/6%

11.6%
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55.4%
33.6%
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1.1%
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Regional Residents

Growing 43.8%
Family friendly 33.7%
Friendly 34.1%
Histeric 25.6%
Comfortable - 25.1%
Interesting 23.9%
Relaxed 23.3%
Safe 9.7%
Aftractive 18.4%
Affordable 17.0%
Fun 16.3%
Active 13.5%
Trendy 1.
Exciting 10.4
Sporty 7.1%
Sophistic .. 6.8%
Hip 5.0%
Diverze 4.9%
Dynamic 4.9%
Sexy 0.9%
0% 20% 40% 60% 80% 100%

Q: In your opinion, which of the following words accurately describe Frisco, Texas?



Frisco Residents

Congested
Lacking historic interest
Expensive
Homogeneous
Overdeveloped
Pretenious
Boring
Uninteresting
Uptight
Unzophisticated
Unattractive

Unfriendly |
Touristy |
Not family friendly

Dangerous
Uncomfortable
stagnant
Backward

NO ANSWER

Q: In your opinion, which of the following words accurately describe Frisco, Texas?
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Frisco Hotel Guests

Congested ] 20.6%
Expensive ] 7-3%
Touristy | 11.8%
Unatiractive | IID4.77
Overdeveloped ] 4.3%
Hemeogenous | 297
Prententius | 2.4%
Unfriendly | I§2.2%
Dangerous | 8%
Boring |I1.8%
Uninteresting ] 8%
Lacking historic ' 6%
interest |
Uncomfortable ' 0.4%
Not family friendly |f110-4%
Backward | §0-4%
Unsophisficated | foz%
Stagnant _l 2%
uptight |Do.2%
0% 10% 20% 30% 40% 50%

Regional Residents

Touristy 20.8%
Expensive 19.3%
Congested 0.3%
Bering 9.2%
Uninteresting 87%
Overdeveloped 7.5%
Unsophisticated 8.8%
Hemeogeneous 5.6%
Pretentious 4.8%
Backward 3.0%
Uptight 2.7%
Lacking hiztoric 2.3%
interest
Unattractive 2.3%
Dangerous 2.2%
Stagnant 2.2%
Uncomfortable |9 1-8%
Not family friendly | 1-1%
Unfriendly | -1-1%
0% 10% 20% 30% 40% 50%



Hotels

Restaurants and dining
Fun atmosphere
Weather

Safety

Convenient location
Shopping
Concerts/performances
Ease of getting around
Aplace to relax

Special events/festivals
Lotsto see and do
Affordability

Prof. Sporting Events
Scenic beauty

Outdoor activities
Outdoor recreation
Good for kids

Youth Sporting Events
Artsand culture

Historic interest

Q: Please share your opinions about our city by using the scale below to rate Frisco as a place to visit.

P

Restaurants and dining
Shopping
Weather
Fun atmosphere
Safety
A place to relax
Outdoor activities
Good for kids
Outdoor recreation
Scenic beauty
Convenient location
Ease of getting around
Historic interest
Lots to see and do
Hotels

Affordability

Youth sporting events
Arts and culture
Professional sporting events

Concerts and live performances

60%

80%

100%



Shopping |
Restaurants and dining

Prof.Sporting Events

Hotels

Goodor kids |
Aplace torelax
Convenientlocation
Ease of getting around
Lotsto see and do |
Fun atmosphere
Concerls/performances
Safety |

Ovutdoor activities

Scenic beauty |

Arisand culiure

Youth Sporting Events

Special events/festivals

Historic interest
Affordability

Ovutdoorrecreation

Weather |

Q; Please examine the dity attribute list below and select the one you think is Frisco's single strongest attribute
as a place to visit.

Regional

Shopping
Aplace torelax
Historic interest
Weather
Lotsto see and do
Restaurants and dining
Ovutdoorrecreation
Convenientlocation
Affordability

Fun atmosphere

Professional sporting..

Scenic beauty
Good for kids
Safety
Ovutdooractivities
Special events & festivals
Ease of getting around
Youthsporting events
Artsand culture
Hotels

Residents

12.6%

=1o.2%

10.1%

=7.1%
5.3%

.

4.7%
4.0%
3.9%
3.9%
3.1%
3.0%
2.9%
2.8%
2.4%
1.9%

1.5%
1.4%

1.2%

0% 10% 20%



Frisco Hotel Guests

Ease of gefting around
Affordability
Historic interest
Arts and culture
Scenic beauty
Weather |
Outdoor recreation
Convenient location |
Hotels |

A place to relax
Lotsto see and do
Concerts/performances |
Outdoor activities |
Restaurants and dining |
Good for kids |

Fun atmosphere
Safety

Shopping
Special events/festivals

Youth Sporting Events : 0.9%
Pro. Sporting Events 0.9%

13.2%
11.3%

22.4%

Q; Please examine the dity attribute list below and select the one you think is Frisco's single weakest attribute

as a place to visit.

Regional Residents

Affordability

Professional sporting events
Lots to see and do
Ease of getting around
Convenient location

Weather

Arts and culture
Concerts/live performances
Historic interest

A place to relax

Shopping

Safety

Outdoor recreation

Hotels

Scenic beauty

Good for kids

Special events & festivals
Fun atmosphere

Outdoor activities

Youth sporting events

7.9%
7.
6.5%

6.2%

3.2%
3.1%
2.8%
2.8%
2.7%
1.8%
1.8%

1.7%
1.3%

1.3%

7%

12.4%

l
14.1%

0%
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10%

15%

20%

25%

30%



Frisco Hotel Guests

IKEA
Stonebriar Centre
Pizza Hut Park

Dr. Pepper Ballpark
Dr. Pepper StarCenler
Old Downlown Frisco

Heritage Museum

Strikz

The New Furniture Row
Frisco ISD Natorium

Central Park

The Cenlre of Preston Ridge

Warren Sports Complex |
Shawnee Trail Sporls Complex

Canyons of Frisco
Frisco Superdrome

lakes Tennis Academy

Pt Y 1 Y 1
‘=

The lce ot Stonebriar Cenler |

44.0%
3.1%

IKEA |

Old Downtown Frisco

Stonebriar Centre |
Dr Pepper Ballpark |
Pirza Hut Park |

shikz |

The Ice at Stonebriar |

Dr Pepper StarCenter

The New Furniture Row |

Central Park

Heritage Museum |
Canyons of Frisco |

Frisco Superdrome

The Cenfre af Preston Ridge
Warren Sports Complex

Shawnee Trail Sport: Complex

T"‘ Frisco ISD Natatorium

50%

0%

2.7%
.

10% 20% 30% 40%

Q: Which of the following attractions or venues did you visit while in Frisco?

50%



Shopping

Restaurants or dining

Visit with friends or
relatives

Visit a spa
Pro sporting event
Youth sporting event

Visita museum

Concert/live
performance

Festival/special event
Viewed public art

Golfing

Q. Which of the following activities did you participate in while in Frisco?

72.0%

68.5%

Shopping

Restaurants or dining

Visit friends/relatives in Frisco

Festival or special event

Attend a youth sporting event

Attend a pro sporting event

Visit a museum

Viewed public art

Aftend a concert or live perfformance
Visit a spa

Golfing

20%

40%

60%

80%




Very good

Good

Nevutral (neither

good nor poor)
Poor
' 0.6%
Very poor
I don't know '—]2%

’ e 7 /
I 1 1 1 1

0% 10% 20% 30% 40% S0%

Q: Which best describes your overall opinion of Frisco as a place to visit for a leisure trip

(i.e., a vacation or getaway)?

Very Good

Good

Nevutral

Poor

Very Poor

| don't know

31.1%

i

0% 10% 20% 30% 40% 50%
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Frisco’s Brand: Consumer’s «f&)}
Pe rs p e Ct ive DESTINATION ANALYSTS

O Overall familiarity levels present opportunity for capturing
additional market share.

O Regional visitors have limited past experience with the
destination.

Frisco “is” growing, friendly and safe shopping destination.

Frisco also “is” congested, expensive and touristy.

Frisco “is not” hip, sexy or sophisticated.

U O O O

The city’s strong brand attributes are not well understood—i.e.,
entertainment and sporting events.

O Visitor satisfaction suggests Frisco has strong potential.

www.destinationanalysts.com



Brand Perceptions: Meetings

Industry

4 Overall, meeting planners had similar aided brand
perceptions to consumers (safe, growing, friendly,
etc.)

1 Once again, familiarity levels drive primary
perceptions. Meeting planners experienced with
Frisco focused on the city’s growth. Those less
familiar tended to base their perception on Frisco’s
suburban Texas status.

U Frisco’s “newness” was particularly, and strongly,
attractive to meeting planners



Brand Perceptions: Meetings

Industry

U Position Frisco as a destination that offers
sophisticated, “Big City” amenities—such as new,
corporate-focused hotels—with “Small Town”
benefits, including amenable service, reasonable
prices, and a friendly, relaxed, and safe environment.

 Maintain perception in the meetings industry that
Frisco is a city with a government and CVB that are
committed to securing meetings business and have a
“can do” spirit.






